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Abstract

This study examines how luxury hotel chain characteristics in Thailand influence the
experiences of senior tourists, with a focus on satisfaction and trust. Using structural modeling to
analyze causal relationships, the research evaluates how key hotel attributes shape senior guests’
experiences in high-end accommodations. Reliability testing confirmed strong measurement
scales, with Cronbach’s alpha values between 0.81 and 0.95. Data collected through an e-
questionnaire from 629 senior travelers show that luxury hotel attributes significantly affect
customer experience management, which in turn influences satisfaction and trust. The proposed
structural equation model demonstrated an excellent fit with the empirical data, supported by
strong indices: Chi-square = 183.095, df = 120, CMIN/DF = 1.526, RMSEA = 0.032, RMR = 0.007, GFI
= 0.965, and TLI = 0.979. These results validate the robustness of the conceptual framework.
Findings indicate that while physical facilities and service quality are essential, a holistic approach
to customer experience is needed, one that integrates emotional and creative elements to meet
the evolving expectations of senior guests. Effective experience management enhances

satisfaction and trust, but hotels must balance emotional engagement with operational reliability
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to maintain credibility. Practically, the study highlights the need for luxury hotels to combine
functional excellence with emotional value creation to build lasting relationships with senior

travelers. Future research should explore how external factors further shape trust and loyalty.

Keywords: Senior travelers, Luxury chain hotels, Customer experience, Customer delight,

Customer trust

Introduction

The global population is aging rapidly, with people having fewer children and living longer.
According to the 2021 United Nations World Population Aging Report, the number of individuals
aged 60 and above is expected to double by 2050, growing from 1 billion in 2022 to over 2 billion
(Tsao et al., 2022). This demographic shift highlights the increasing prominence of seniors, who
now lead healthier, more active lifestyles and often travel during off-peak seasons. Over the past
decade, senior tourism has become a key global market, driven largely by travelers from Europe
and North America (Vergori & Arima, 2020). Seniors generally possess substantial disposable
income accumulated over their lifetimes and are willing to invest in leisure and international
travel (Fu et al., 2022). With fewer family obligations and more flexible schedules (Diekmann et
al., 2020), this market is expected to continue expanding and significantly influence global tourism
and hospitality.

Thailand is also entering an aging society. In 2021, seniors aged 60 and above accounted
for 20% of the population, or 13 million people (Teerawichitchainan et al., 2019). By 2042, this
number is projected to reach 20 million, one in every three Thais, of whom 3.5 million will be 80
or older (Upasen et al., 2024). International senior tourists contribute approximately 45 billion
THB (1.22 billion USD) annually, representing 18.6% of Thailand’s tourism revenue (Pookaiyaudom
& Tan, 2020). Growth is strong among seniors from Japan, the United States, the United Kingdom,
Germany, and France, attracted by Thailand’s cultural heritage, diverse attractions, natural beauty,
and globally recognized cuisine (Arain et al., 2020). As competition intensifies, the Thai tourism
sector must adapt its marketing strategies to different segments.

Understanding diverse travel motivations enables hotels to design offerings aligned with
behavior and expectations. Hotels use strategies such as digital, sustainable, and relationship

marketing (Tanford et al., 2020; Choi & Kandampully, 2019), while luxury and experiential
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marketing are especially prevalent. However, identifying approaches that match market trends
remains challenging. In a competitive environment, delivering memorable experiences that
exceed expectations is critical for long-term success (Padma & Ahn, 2020). Delight, created
through positive emotional responses, provides competitive differentiation (Wu & Gao, 2019). For
seniors, understanding the emotional factors that shape joy and satisfaction is increasingly
important (Hwang & Lee, 2019).

The rising senior population has led both government and private sectors to recognize this
market’s potential. Many organizations now focus on senior-friendly services and accessible
facilities (Lee & King, 2019). Scholars emphasize integrating Customer Experience (CEX) into luxury
hotel strategies to enhance engagement and loyalty (Lemon & Verhoef, 2016). Managing the
entire guest journey strengthens service value and competitiveness (Scerri & Presbury, 2020).
Despite senior travelers’ importance, research on their needs, especially in luxury hotels, remains
limited. Seniors staying in luxury properties prioritize service quality and location over cost (Lee &
King, 2019), yet little is known about the specific characteristics of luxury hotel chains that
influence their satisfaction and trust in Thailand. This study therefore examines key attributes of
luxury chain hotels that shape senior travelers’ experiences, focusing on service quality, trust,

satisfaction, and their structural relationships.

Literature review

The theoretical framework in Figure 1 integrates eight models that collectively offer
diverse perspectives on customer experience (CEX). Service-Dominant (S-D) Logic redefines value
creation through co-creation between businesses and customers (Vargo & Lusch, 2004). While it
enhances personalization, its application in luxury hospitality is challenging, as high-end service
often prioritizes seamless delivery overactive guest participation (Buhalis et al., 2023). This is
especially relevant for senior travelers, who may prefer passive enjoyment rather than co-creation
(Sugathan & Ranjan, 2019). Thus, tailoring S-D Logic to different customer groups is essential. The
Experience Economy Framework (Pine & Gilmore, 2011) categorizes experiences into
Entertainment, Educational, Esthetic, and Escapism, yet this may oversimplify the depth of luxury
experiences, which demand emotional immersion and personalization (Klink et al., 2020).

Similarly, touchpoint and journey mapping optimize specific interactions but may overlook the
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long-term emotional journey crucial for loyalty in luxury contexts (Lemon & Verhoef, 2016).
Disconfirmation of Expectations Theory (Oliver, 1980) argues that exceeding expectations leads to
delight. However, in luxury hospitality, where expectations are already high, constant elevation
may create a satisfaction trap (Kopalle & Lehmann, 2001). The Customer Delight Three-
Dimensional Framework expands beyond expectations by highlighting emotional, cognitive, and
behavioral aspects (Ma et al., 2013). While emotional engagement is essential, consistent and
reliable service remains the foundation of trust in luxury settings (Kumar et al., 2019). Trust-
focused models such as Commitment-Trust Theory (Hunt & Morgan, 1994) and Social Exchange
Theory (Blau, 2017) emphasize mutual reliance but often overlook modern digital trust concerns,
including transparency and data privacy (Walker, 2016). The Trust-Commitment Framework
(Garbarino & Johnson, 1999) highlights risk reduction but may downplay emotional and relational
elements that significantly influence trust in luxury service environments (Huang & Rust, 2021).
Based on these insights, the study proposes a conceptual framework with observable variables to
guide research on elevating experiences, delight, and trust for senior travelers in luxury chain

hotels in Thailand illustrated in Figure 1.

Customer Delight

Customer Experience
Management

Attributes of Luxury
Chain Hotels

Figure 1 Research conceptual framework

The Relationship between luxury hotel characteristics and customer experience

Luxury hotel chain characteristics play a crucial role in shaping Customer Experience (CEX),
influencing both satisfaction and loyalty. Key attributes such as luxurious design, comprehensive
amenities, and exceptional service are central to creating memorable guest experiences (Jain et
al,, 2023). Design and décor form the first impression, with unique, high-quality elements that
reinforce exclusivity and brand identity, enhancing the guest’s sense of value (Lockwood et al.,

2023). Attention to detail through premium materials, elegant lighting, and harmonious color
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schemes further supports a welcoming ambiance that meets expectations (Xu et al., 2022).
Amenities such as spas, fitness centers, pools, and fine dining significantly enhance CEX when
they are high-quality and well-maintained, contributing to a seamless stay (Chi et al., 2024).
Exceptional service is fundamental to CEX management. Prompt, professional, and personalized
service increases satisfaction and leaves a lasting impression (Balinado et al., 2021). Staff trained
to anticipate needs and provide personalized touches strengthen warmth and care (Kim & Han,
2020). Efficient complaint handling and continuous monitoring of customer feedback also improve
service refinement (Luo et al., 2021). Loyalty programs, exclusive benefits, and personalized
experiences foster repeat visits and long-term engagement (Chaudhuri et al., 2019). Overall, luxury
hotel characteristics influence CEX by consistently exceeding expectations. The hypothesis is as
follows:

H1: The attributes of luxury hotel chains positively impact customer experience

management

Customer delight

Customer delight is a key performance indicator that measures the extent to which
customer expectations are met or exceeded (Torres et al., 2020). One crucial element in achieving
customer satisfaction, especially in the service industry, is the interaction between customers and
frontline staff (Ngo et al., 2020). Frontline employees have the potential to build relationships
between customers and the brand. They can surprise customers by showing genuine personal
interest, providing minimal attention that may address or solve specific needs (Sok et al., 2018).
Customer experiences with adverse interactions can be a significant source of delight, as they can
be tailored to meet specific customer needs (Oliver et al.,, 1997). Finn (2012) analyzed customer
satisfaction by examining behaviors that affect satisfaction linearly, while controlling for various
satisfaction outcomes. Finn’s study measured delight as exuberance, elevation, and pleasure.
Finn’s (2012) articles on measuring customer satisfaction, which developed from Oliver et al.
(1997), show similar emotional assessments to evaluate factors related to delight, surprise
consumption, positive outcomes, and arousal. Finn’s research significantly advanced methods for
measuring customer satisfaction. However, Finn suggested that emotions related to delight are

distinct from those connected to surprise consumption, positive outcomes, and arousal. Barnes et
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al. (2015) assessed Finn’s three levels and asked employees to gauge how satisfied their
customers were. Similarly, Ludwig et al. (2017) used Finn’s three measures, along with excitement

and cheerfulness, to evaluate how satisfied other customers were perceived to be.

Customer trust

Customer trust has garnered significant attention from researchers over recent decades as
global business competition has intensified. Customer trust is akin to an intangible asset that can
confer a competitive advantage. It has increasingly become a crucial success factor in the 21st
century (Kumar, 2018). Competitive advantage results from customer trust, which is reflected in
an organization’s reputation. Organizations that earn customer trust enhance their reputation
(Kim, 2019). Conversely, a strong reputation can further bolster customer trust. An organization's
reputation has a positive relationship with its financial performance (Singh et al., 2020). Customer
trust also helps companies maintain sales from loyal customers who are confident in purchasing
products and services, regardless of the offerings (Paparoidamis et al., 2019). This reduces
advertising and promotional costs, minimizes control mechanisms, and enhances the efficiency of
resolving conflicts within management processes. McAllister (1995) conceptualized customer trust
into two dimensions: (1) Cognitive Trust: involves recognizing that individuals choose to trust
entities deemed reliable under specific circumstances and based on perceived sound reasons.
Cognitive trust represents the willingness and confidence customers place in a service provider
based on their perceived ability (Johnson & Grayson, 2005). It is derived from accumulated
knowledge that allows individuals to predict outcomes with a certain level of confidence
(Riegelsberger et al., 2005); (2) Affective Trust — This refers to the emotional connection where
individuals genuinely care and believe in the positive attributes and anticipate that these feelings
will be reciprocated (X.-P. Chen et al., 2014). Affective trust is characterized by a sense of security

and the perception of the strength of the relationship (Johnson & Grayson, 2005).

The impact of customer experience on customer delight and trust

Effective Customer Experience (CEX) plays a vital role in fostering customer delight and
trust, significantly impacting both. By creating positive experiences and meeting customer
expectations, organizations can greatly enhance satisfaction and confidence (Ahrholdt et al,,

2019). CEX goes beyond fulfilling basic needs; it focuses on making customers feel valued and
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well-cared-for, which can deeply influence their trust and sense of delight. An effective CEX
begins with understanding customer needs and expectations (Witell et al., 2020). Gathering data
through surveys and feedback helps tailor experiences to meet these expectations (McColl-
Kennedy et al., 2019). Key factors such as convenience, staff friendliness, and responsiveness
contribute to higher customer satisfaction by reducing stress and enhancing the overall experience
(Roy et al., 2018). When CEX is well-executed, it leads to increased customer delight, which
occurs when service exceeds expectations (Ali et al., 2018). Quick responses, attention to detail,
and high-quality service foster customer happiness, often resulting in positive reviews,
recommendations, and repeat business (Parasuraman et al., 2021). Customer trust is also directly
influenced by CEX. Trust is built when customers feel confident in an organization's reliability,
honesty, and ability to fulfil promises (Ndubisi & Nataraajan, 2018). Effective CEX enhances trust
through consistent service quality, transparent communication, and prompt resolution of issues
(Stevens et al., 2018). This trust strengthens long-term customer relationships, leading to greater
retention and attracting new clients. Demonstrating commitment to excellent service and
managing customer expectations effectively also boosts future interactions (Iglesias et al., 2020).
Ultimately, the strong link between CEX, customer delight, and trust underscores the importance
of delivering consistent, high-quality service to build lasting, sustainable relationships. Based on
the literature review, the influence of CEX on customer delight and trust has been identified. The
following hypotheses have been proposed:
H2: Customer experience management positively impacts customer delight.

H3: Customer experience management positively impacts customer trust.

The impact of customer delight on customer trust

Customer delight is a key driver of organizational success and long-term customer
relationships. It occurs when customer expectations are exceeded, leading to enhanced
satisfaction and happiness (Ahrholdt et al., 2019). Delight is created through high-quality service,
prompt responses, and exceptional experiences (Buhalis & Sinarta, 2019). More than a fleeting
emotion, it forms the foundation for building trust in an organization. When customers are
delighted, they feel valued and cared for, which fosters confidence in the organization’s ability to

consistently provide exceptional service. Delighted customers are more likely to trust the
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organization for future interactions, as they perceive it as reliable and capable of meeting their
needs (Ozdemir et al., 2020). Trust built through delight strengthens relationships and promotes
loyalty, encouraging customers to return and recommend the organization to others (Kumar et
al,, 2019). Trust derived from customer delight also boosts an organization’s credibility. Positive
reviews and recommendations from delighted customers enhance the organization’s reputation,
attracting new clients and retaining existing ones (Beckers et al., 2018). The credibility built
through these positive experiences helps the organization stand out in a competitive market, as
delighted customers become advocates who influence potential customers (Tran & Strutton,
2020). To sustain the positive effects of customer delight, organizations must continuously
manage and improve customer experiences (Ahrholdt et al., 2019). Consistently high service
standards, effective responses to feedback, and ongoing enhancements in customer experience
(CEX) are essential for maintaining trust and fostering long-term relationships (Iglesias et al., 2020).
In this way, customer delight plays a critical role in building and maintaining trust, ensuring
sustained success for the organization. Based on the literature review, the influence of customer
delight on customer trust has been identified. The following hypothesis has been proposed:

Hd: Customer delight positively impacts customer trust.

Research methodology

This research utilizes a quantitative approach which employed a convenience sampling
method to ensure a diverse and representative sample of senior travelers (60+ years old) in
Thailand, focusing on their experiences when staying in upscale hotels. Combining a scenario-
based approach with Structural Equation Modeling (SEM) is crucial for analyzing the intricate
connections among CEX, customer delight, and customer trust. Sarstedt et al. (2020) recommend
a sample size of 10 to 20 times the number of observed variables for robust SEM analysis, making
670 respondents a sufficient sample size. Having a sample size in this range, with 67 variables
observed, guarantees the reliability and validity of the SEM findings, thus establishing a strong
basis for making significant conclusions. Participants were recruited through electronic
questionnaires via email and online platforms, including social media, travel forums, and senior-

specific websites. This method leveraged seniors' growing digital literacy, allowing convenient,
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cost-effective participation. It ensured a broad, representative sample, meeting the required size

to explore luxury hotel attributes' impact on senior travelers' experiences.

Measurement and analysis

The four constructs examined in this study were assessed using multi-item scales with a 5-
point Likert format. Specifically, the attributes of luxury chain hotels were measured using seven
items adapted from W.-Y. Chen et al. (2014). CEX was evaluated with four items based on the
framework of Alnawas and Hemsley-Brown (2019). Customer delight was assessed through three
items derived from Xiong et al. (2022), while customer trust was measured using two items from
J. J. Kim et al. (2019). The reliability of the measurement scales was confirmed with Cronbach's
alpha scores ranging from 0.81 to 0.95, surpassing the acceptable threshold of 0.7 as
recommended by (Hair et al.,, 2011). The analysis was performed using SPSS version 23 in
conjunction with AMOS version 23. SEM was executed in two stages, in line with the methodology
outlined by Fornell and Larcker (1984). The first stage involved assessing the measurement model
by evaluating the outer loadings and applying established criteria for validity and reliability. To
address Common Method Bias (CMB), the researcher adhered to the guidelines of Podsakoff et al.
(2012), incorporating several procedural steps in the instrument design. These included ensuring
respondent anonymity, implementing proximal separation of items, simplifying response accuracy,
and conducting both a pre-test and a pilot test. Additionally, an experimental scenario design was
employed to increase response variability, as advised by Rupp et al. (2013). A statistical control
test using Harman’s single factor technique was also performed to further mitigate potential bias

(Harman, 1976).

Results

The respondent profile consisted of 629 participants, 62% of whom were female. The
majority, 74%, held at least a bachelor's degree. In terms of income, 58% earned more than USD
2,500 per month. Most respondents, 72%, were married with children, and 66% resided in central
Thailand. The multi-item scales for SEM analysis, measuring four constructs related to luxury
chain hotels are: Attributes of Luxury Chain Hotels (Cronbach’s alpha = 0.94, AVE = 0.52), which
evaluates in-room elements like lighting, furniture, and accessibility, with factor loadings ranging

from 0.44 to 0.63; Customer Experience Management (Cronbach’s alpha = 0.95, AVE = 0.63), which
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covers aspects like hotel ambiance, entertainment, and service quality, with loadings from 0.35 to
0.72, where entertainment and design have higher contributions; Customer Delight (Cronbach’s
alpha = 0.81, AVE = 0.56), assessing emotional responses to hotel services, with loadings between
0.58 and 0.71; and Customer Trust (Cronbach’s alpha = 0.87, AVE = 0.59), which measures staff
reliability and sincerity, with loadings from 0.61 to 0.73. The scales are highly reliable, and the AVE
values indicate moderate to strong explanatory power, while factor loadings reveal the strength

of individual item contributions to their respective constructs.

Results of developing the causal and outcome factor model for creating a luxury hotel
experience in Thailand for senior travelers

The SEM analysis of causal and outcome factors for creating a luxury hotel experience in
Thailand for senior travelers was conducted to evaluate the appropriateness and accuracy of the
structural equations. The model was adjusted to ensure it met acceptable statistical criteria
through variable modification and examination of factor loadings. The results are summarized in
Figure 2.

D D D,
53

35 61
[cexr || cexa ][ cexs |

Chl-square = 183.095 ,df = 120, p=.000, CMIN/DF =1.526, RMSEA = .032,
CFl=.987, GFI = 965, AGFI = .939, TLI = .979, RMR = .007

Figure 2 Hypothetical Research Model
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From Figure 2, the model of causal and outcome factors for the creation of luxury hotel
experiences in Thailand for senior travelers, after modification, demonstrates structural equation
modeling that aligns well with empirical data. Analysis reveals the following statistics: Chi-square
= 183.095, df = 120, CMIN/DF = 1.526, RMSEA = 0.032, RMR = 0.007, GFI = 0.965, TLI = 0.979. All
values meet the set criteria (Hair et al., 2011), indicating that the measurement model is
consistent with empirical data and adheres to the hypothesized constructs with statistical
support.

The Goodness of Fit Index (GFI) is 0.965 and the Adjusted Goodness of Fit Index (AGFI) is
0.939, both of which exceed the threshold of 0.80. Higher values closer to 1 signify better
alignment of the measurement model with empirical data. The Root Mean Square Error of
Approximation (RMSEA) is 0.032, which is below the acceptable threshold of 0.05, indicating a
good fit of the measurement model to the data. The Chi-square to degrees of freedom ratio
(CMIN/DF) is 1.526, which is below the threshold of 2. Based on these indices, it can be concluded
that the adjusted structural equation model fits well with the empirical data, and the parameter

estimates within this model are acceptable.

Table 1 Results of the Analysis of Causal and Outcome Factors in the Creation of Hotel

Experiences in Thailand for Senior Travelers in Luxury Hotel Chains

Independent

Dependent Variables ] b S.E. t P
Variables
Attributes of Luxury Customer Experience  0.66 0.49 0.06 8.223  0.000***
>
Chain Hotels (ATT) Management (CEX)
Customer Delight

Customer Experience  -—> 056 137 0.13 10.394 0.000%**

(DEL)
Management (CEX)

Customer Experience
—>  Customer Trust (TRU)
Management (CEX) 036 1.07 0.15 7.017  0.000***

Customer Delight
> Customer Trust (TRU)
(DEL) 0.31 0.37 005 6.985 0.000***

* b < 0.05, ** p < 0.01, ** p < 0.001
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Table 2 Parameter Estimates of Direct Effects, Indirect Effects, and Total Effects from the Model

Customer Experience Customer Delight
Customer Trust (TRU)
Variable Management (CEX) (DEL)

DE IE TE DE IE TE DE IE TE

Attributes of
Luxury Chain 0.66*** 0.66*** - 0.36**  0.36** - 0.35**  0.35**
Hotels (ATT)
Customer
Experience - - 0.56%** 0.56%** - - 0.54x*
Management (CEX)
Customer Delight
(DEL)
*p < 0.05 * p<0.01, ** p <0.001

- - - - 0.31%* - 0.31%%x

From Tables 1 and 2 and Figure 2, it is evident that the adjusted structural equation model of
causal factors and outcome factors for creating the experience of staying in luxury hotel chains in
Thailand for senior travelers aligns well with empirical data at an acceptable level. This conclusion
is based on the model fit indices: Chi-square = 183.095, df = 120, CMIN/DF = 1.526, RMSEA =
0.032, RMR = 0.007, GFI = 0.965, and TLI = 0.979. The parameter estimates for the structural
equation model are as follows:

1. The direct effect (DE) of Attributes of Luxury Chain Hotels (ATT) on Customer Experience

Management (CEX) is 0.66 (p < 0.001), indicating a strong positive impact.

2. The indirect effect (IE) for ATT through CEX on Customer Delight (DEL) is 0.36 (p < 0.01),
suggesting that ATT positively influences DEL via CEX.

3. ATT shows an indirect effect of 0.35 (p < 0.01) on Customer Trust (TRU), indicating that
higher hotel attributes, such as ligshting and accessibility, indirectly enhance customer
trust.

4. The direct effect of CEX on DEL is 0.56 (p < 0.001), and its indirect effect through DEL on
TRU is 0.31 (p < 0.001), demonstrating that CEX not only directly contributes to customer

delight but also indirectly affects trust by fostering a more delightful customer experience.
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Overall, the total effects (TE) show the comprehensive impact of each construct, with ATT
significantly influencing CEX, DEL, and TRU both directly and indirectly. These findings suggest that
improvements in hotel attributes lead to enhanced customer experience, delight, and trust,

supporting the value of indirect effects in the model.

Discussion

The findings of this study provide key insights into the factors shaping luxury hotel
experiences for senior travelers in Thailand, focusing on four constructs: Attributes of Luxury Chain
Hotels (ATT), Customer Experience Management (CEX), Customer Delight (DEL), and Customer
Trust (TRU). All constructs demonstrated strong reliability, with Cronbach’s alpha values between
0.81 and 0.95 (Hair et al., 2011). The structural equation model showed excellent fit (X2 = 183.095,
RMSEA = 0.032, GFI = 0.965, TLI = 0.979), meeting recommended standards (Bagozzi & Yi, 2012),
confirming that the measurement items effectively captured the underlying dynamics of luxury
hotel experiences. Results indicate that luxury hotel attributes significantly influence CEX ([3 =
0.66, p < 0.001), supporting research emphasizing the importance of accessibility, comfort, and
high-quality facilities for senior travelers (S. Kim et al., 2019). Yet, functional attributes alone may
not address the evolving expectations of older guests, who increasingly seek immersive,
emotionally engaging, and culturally rich experiences (Patrick & Hollenbeck, 2021). Guided by
Service-Dominant logic (Vargo & Lusch, 2004), value creation stems not only from tangible
offerings but also from co-created interactions, such as personalized service, cultural touchpoints,
and digital convenience. CEX strongly enhances both customer delight ([3 = 0.56, p < 0.001) and
trust (B = 0.36, p < 0.001). While effective experiences encourage emotional satisfaction and
relational strength, delight often triggered by unexpected positive stimuli may not always align
with senior travelers’ preference for comfort and predictability (Young et al., 2018). Subtle,
meaningful moments of positive surprise are more appropriate than high-intensity novelty
(Tomczyk et al.,, 2022).

The moderate effect of CEX on trust highlights the importance of reliability,
professionalism, and safety, which are critical for older guests (Bonfanti et al., 2021). Trust further
depends on transparency, ethical conduct, and consistent service (Iglesias et al., 2020), as well as

external cues such as brand reputation and online reviews (Cheng et al., 2019). Customer delight

32



RMUTT Global Business and Economics Review (ISSN:1905-8446)
Volume 20 No.2 (July — December 2025)

also positively influences trust (B = 0.31, p < 0.001), reinforcing its role in emotional bonding
(Choi & Kandampully, 2019). However, delight must be balanced with consistency to avoid
escalating expectations beyond manageable levels (Svotwa et al., 2023), and strategies should be

tailored to diverse senior traveler needs (Ahrholdt et al., 2019).

Theoretical implications

This research advances knowledge in customer experience management, hospitality, and
aging studies by revealing how personalized service, emotional engagement, and trust shape
senior travelers’ satisfaction and loyalty in luxury hotels. It highlights the need for cultural
immersion, ethical practices, and sustainability while clarifying links between customer delight,

trust, and long-term loyalty.

Practical implications

Policy recommendations emphasize improving accessibility, comfort, and personalized in-
room services to enhance senior travelers’ experiences. Luxury hotels should balance functional
upgrades with culturally immersive offerings, while exceptional service strengthens trust in health
and safety. Data-driven, adaptable strategies are essential for tailoring services, boosting delight,

and fostering long-term loyalty among older guests.

Limitations and future research

This research highlights the need for personalized services, functional comfort, and
culturally immersive experiences for older luxury hotel guests. Emotional connections, consistent
quality, and sustainability strengthen trust and loyalty. Data-driven personalization is essential.
Future research should examine personalized services, loyalty, and the role of Al and loT across

diverse cultural contexts.

Declaration of competing interest

No potential conflict of interest was reported by the author.

Acknowledgement
This research was funded by the 2024 Fundamental Fund (Ref: the National Research
Council of Thailand (NRCT), and was approved by an ethics committee with COA N0.396/2022)

33



RMUTT Global Business and Economics Review (ISSN:1905-8446)
Volume 20 No.2 (July - December 2025)

References

Ahrholdt, D. C., Gudergan, S. P., & Ringle, C. M. (2019). Enhancing loyalty: When improving consumer
satisfaction and delight matters. Journal of business research, 94, 18-27.

Ali, F., Kim, W. G,, Li, J., & Jeon, H.-M. (2018). Make it delightful: Customers' experience, satisfaction
and loyalty in Malaysian theme parks. Journal of destination marketing & management, 7,
1-11.

Alnawas, I., & Hemsley-Brown, J. (2019). Examining the key dimensions of customer experience
quality in the hotel industry. Journal of Hospitality Marketing & Management, 28(7), 833-
861.

Arain, H., Han, L., Sharif, A., & Meo, M. S. (2020). Investigating the effect of inbound tourism on FDI:
The importance of quantile estimations. Tourism Economics, 26(4), 682-703.

Bagozzi, R. P., & Vi, Y. (2012). Specification, evaluation, and interpretation of structural equation
models. Journal of the Academy of Marketing Science, 40, 8-34.

Balinado, J. R, Prasetyo, Y. T,, Young, M. N., Persada, S. F., Miraja, B. A, & Redi, A. A. N. P. (2021).
The effect of service quality on customer satisfaction in an automotive after-sales service.
Journal of Open Innovation: Technology, Market, and Complexity, 7(2), 116.

Barnes, D. C., Ponder, N., & Hopkins, C. D. (2015). The impact of perceived customer delight on the
frontline employee. Journal of business research, 68(2), 433-441.

Beckers, S. F., Van Doorn, J., & Verhoef, P. C. (2018). Good, better, engaged? The effect of company-
initiated customer engagement behavior on shareholder value. Journal of the Academy of
Marketing Science, 46, 366-383.

Blau, P. (2017). Exchange and power in social life. Routledge.

Bonfanti, A., Vigolo, V., & Yfantidou, G. (2021). The impact of the Covid-19 pandemic on customer
experience design: The hotel managers’ perspective. International Journal of Hospitality
Management, 94, 102871.

Buhalis, D., O’Connor, P., & Leung, R. (2023). Smart hospitality: from smart cities and smart tourism
towards agile business ecosystems in networked destinations. International Journal of
Contemporary Hospitality Management, 35(1), 369-393.

Buhalis, D., & Sinarta, Y. (2019). Real-time co-creation and nowness service: lessons from tourism

and hospitality. Journal of Travel & Tourism Marketing, 36(5), 563-582.

34



RMUTT Global Business and Economics Review (ISSN:1905-8446)
Volume 20 No.2 (July - December 2025)

Chaudhuri, M., Voorhees, C. M., & Beck, J. M. (2019). The effects of loyalty program introduction
and design on short-and long-term sales and gross profits. Journal of the Academy of
Marketing Science, 47, 640-658.

Chen, W.-Y., Wang, K-C., Luoh, H.-F., Shih, J.-F., & You, Y.-S. (2014). Does a friendly hotel room
increase senior group package tourists' satisfaction? A field experiment. Asia Pacific Journal
of Tourism Research, 19(8), 950-970.

Chen, X.-P., Eberly, M. B., Chiang, T.-J., Farh, J.-L., & Cheng, B.-S. (2014). Affective trust in Chinese
leaders: Linking paternalistic leadership to employee performance. Journal of
management, 40(3), 796-819.

Cheng, X., Fu, S., Sun, J., Bilgihan, A., & Okumus, F. (2019). An investigation on online reviews in
sharing economy driven hospitality platforms: A viewpoint of trust. Tourism Management,
71, 366-377.

Chi, O. H., Chi, C. G, Deng, D. S., & Price, M. M. (2024). Wellness on the go: Motivation-based
segmentation of wellness hotel customers in North America. International Journal of
Hospitality Management, 119, 103725.

Choi, H., & Kandampully, J. (2019). The effect of atmosphere on customer engagement in upscale
hotels: An application of SOR paradigm. International Journal of Hospitality Management,
77, 40-50.

Diekmann, A., Vincent, M., & Bauthier, I. (2020). The holiday practices of seniors and their
implications for social tourism: A Wallonian perspective. Annals of Tourism Research, 85,
103096.

Finn, A. (2012). Customer delight: distinct construct or zone of nonlinear response to customer
satisfaction? Journal of service research, 15(1), 99-110.

Fornell, C., & Larcker, D. F. (1984). Misapplications of simulations in structural equation models:
Reply to Acito and Anderson. Journal of marketing research, 21(1), 113-117.

Fu, X., Kirillova, K., & Lehto, X. Y. (2022). Travel and life: a developmental perspective on tourism
consumption over the life course. Tourism Management, 89, 104447.

Garbarino, E., & Johnson, M. S. (1999). The different roles of satisfaction, trust, and commitment in

customer relationships. Journal of marketing, 63(2), 70-87.

35



RMUTT Global Business and Economics Review (ISSN:1905-8446)
Volume 20 No.2 (July - December 2025)

Hair, J. F., Black, W. C,, Babin, B. J., Anderson, R. E., & Tatham, R. (2011). Multivariate Data Analysis.
New Jersey: PrenticeHall. In: Inc.

Harman, H. H. (1976). Modern factor analysis. University of Chicago press.

Huang, M.-H., & Rust, R. T. (2021). Engaged to a robot? The role of Al in service. Journal of service
research, 24(1), 30-41.

Hunt, S. D., & Morgan, R. M. (1994). Relationship marketing in the era of network competition.
Marketing management, 3(1), 18.

Hwang, J., & Lee, J. (2019). A strategy for enhancing senior tourists’ well-being perception: Focusing
on the experience economy. Journal of Travel & Tourism Marketing, 36(3), 314-329.
Iglesias, O., Markovic, S., Bagherzadeh, M., & Singh, J. J. (2020). Co-creation: A key link between
corporate social responsibility, customer trust, and customer loyalty. Journal of Business

Ethics, 163, 151-166.

Jain, V., Wirtz, J., Salunke, P., Nunkoo, R., & Sharma, A. (2023). Luxury hospitality: A systematic
literature review and research agenda. International Journal of Hospitality Management,
115, 103597.

Johnson, D., & Grayson, K. (2005). Cognitive and affective trust in service relationships. Journal of
business research, 58(4), 500-507.

Kim, J. J., & Han, H. (2020). Hotel of the future: exploring the attributes of a smart hotel adopting a
mixed-methods approach. Journal of Travel & Tourism Marketing, 37(7), 804-822.

Kim, J. J., Nam, M., & Kim, . (2019). The effect of trust on value on travel websites: Enhancing well-
being and word-of-mouth among the elderly. Journal of Travel & Tourism Marketing, 36(1),
76-89.

Kim, S. (2019). The process model of corporate social responsibility (CSR) communication: CSR
communication and its relationship with consumers’ CSR knowledge, trust, and corporate
reputation perception. Journal of Business Ethics, 154(4), 1143-1159.

Kim, S., Ham, S., Moon, H., Chua, B.-L., & Han, H. (2019). Experience, brand prestige, perceived value
(functional, hedonic, social, and financial), and loyalty among GROCERANT customers.
International Journal of Hospitality Management, 77, 169-177.

Klink, R. R., Zhang, J. Q., & Athaide, G. A. (2020). Designing a customer experience management
course. Journal of Marketing Education, 42(2), 157-169.

36



RMUTT Global Business and Economics Review (ISSN:1905-8446)
Volume 20 No.2 (July - December 2025)

Kopalle, P. K, & Lehmann, D. R. (2001). Strategic management of expectations: The role of
disconfirmation sensitivity and perfectionism. Journal of marketing research, 38(3), 386-394.

Kumar, V. (2018). Transformative marketing: The next 20 years. In (Vol. 82, pp. 1-12): SAGE
Publications Sage CA: Los Angeles, CA.

Kumar, V., Rajan, B., Gupta, S., & Pozza, I. D. (2019). Customer engagement in service. Journal of the
Academy of Marketing Science, 47, 138-160.

Lee, C-F., & King, B. (2019). Determinants of attractiveness for a seniors-friendly destination: a
hierarchical approach. Current Issues in Tourism, 22(1), 71-90.

Lemon, K. N., & Verhoef, P. C. (2016). Understanding customer experience throughout the customer
journey. Journal of marketing, 80(6), 69-96.

Lockwood, C., Glynn, M. A, & Giorgi, S. (2023). Polishing the gilt edge: Elite category endurance and
symbolic boundaries in US luxury hotels, 1790-2015. Academy of Management Journal,
66(1), 9-42.

Luo, J. M., Vu, H. Q,, Li, G., & Law, R. (2021). Understanding service attributes of robot hotels: A
sentiment analysis of customer online reviews. International Journal of Hospitality
Management, 98, 103032.

Ma, J., Gao, J., Scott, N., & Ding, P. (2013). Customer delight from theme park experiences: The
antecedents of delight based on cognitive appraisal theory. Annals of Tourism Research,
42, 359-381.

McAllister, D. J. (1995). Affect-and cognition-based trust as foundations for interpersonal
cooperation in organizations. Academy of Management Journal, 38(1), 24-59.

McColl-Kennedy, J. R., Zaki, M., Lemon, K. N., Urmetzer, F., & Neely, A. (2019). Gaining customer
experience insights that matter. Journal of service research, 22(1), 8-26.

Ndubisi, N. O., & Nataraajan, R. (2018). Customer satisfaction, Confucian dynamism, and long-term
oriented marketing relationship: A threefold empirical analysis. Psychology & Marketing,
35(6), 477-487.

Ngo, L. V., Nguyen, T. N. Q., Tran, N. T., & Paramita, W. (2020). It takes two to tango: The role of
customer empathy and resources to improve the efficacy of frontline employee empathy.

Journal of Retailing and Consumer Services, 56, 102141.

37



RMUTT Global Business and Economics Review (ISSN:1905-8446)
Volume 20 No.2 (July - December 2025)

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction
decisions. Journal of marketing research, 17(4), 460-469.

Oliver, R. L., Rust, R. T., & Varki, S. (1997). Customer delight: foundations, findings, and managerial
insight. Journal of retailing, 73(3), 311-336.

Ozdemir, S., Zhang, S., Gupta, S., & Bebek, G. (2020). The effects of trust and peer influence on
corporate brand—Consumer relationships and consumer loyalty. Journal of business
research, 117, 791-805.

Padma, P., & Ahn, J. (2020). Guest satisfaction & dissatisfaction in luxury hotels: An application of
big data. International Journal of Hospitality Management, 84, 102318.

Paparoidamis, N. G., Katsikeas, C. S., & Chumpitaz, R. (2019). The role of supplier performance in
building customer trust and loyalty: A cross-country examination. Industrial Marketing
Management, 78, 183-197.

Parasuraman, A, Ball, J., Aksoy, L., Keiningham, T. L., & Zaki, M. (2021). More than a feeling? Toward
a theory of customer delight. Journal of Service Management, 32(1), 1-26.

Patrick, V. M., & Hollenbeck, C. R. (2021). Designing for all: Consumer response to inclusive design.
Journal of consumer psychology, 31(2), 360-381.

Pine, B. J., & Gilmore, J. H. (2011). The experience economy. Harvard Business Press.

Podsakoff, P. M., MacKenzie, S. B., & Podsakoff, N. P. (2012). Sources of method bias in social science
research and recommendations on how to control it. Annual review of psychology, 63(1),
539-569.

Pookaiyaudom, G., & Tan, N. H. (2020). The Buppaesanniwas phenomenon:‘Thainess’ and national
identity as a film tourism motivation. Journal of Tourism and Cultural Change, 18(5), 497-
513.

Riegelsberger, J., Sasse, M. A., & McCarthy, J. D. (2005). The mechanics of trust: A framework for
research and design. International journal of human-computer studies, 62(3), 381-422.

Roy, S. K., Shekhar, V., Lassar, W. M., & Chen, T. (2018). Customer engagement behaviors: The role
of service convenience, fairness and quality. Journal of Retailing and Consumer Services,

44, 293-304.

38



RMUTT Global Business and Economics Review (ISSN:1905-8446)
Volume 20 No.2 (July - December 2025)

Rupp, D. E.,, Shao, R., Thornton, M. A., & Skarlicki, D. P. (2013). Applicants' and employees' reactions
to corporate social responsibility: The moderating effects of first=party justice perceptions
and moral identity. Personnel psychology, 66(4), 895-933.

Sarstedt, M., Ringle, C. M., Cheah, J.-H., Ting, H., Moisescu, O. I., & Radomir, L. (2020). Structural
model robustness checks in PLS-SEM. Tourism Economics, 26(4), 531-554.

Scerri, M. A., & Presbury, R. (2020). Airbnb Superhosts' talk in commercial homes. Annals of Tourism
Research, 80, 102827.

Singh, J., Crisafulli, B., & Xue, M. T. (2020). ‘To trust or not to trust’: The impact of social media
influencers on the reputation of corporate brands in crisis. Journal of business research,
119, 464-480.

Sok, P., Sok, K. M., Danaher, T. S., & Danaher, P. J. (2018). The complementarity of frontline service
employee creativity and attention to detail in service delivery. Journal of service research,
21(3), 365-378.

Stevens, J. L., Spaid, B. I, Breazeale, M., & Jones, C. L. E. (2018). Timeliness, transparency, and trust:
A framework for managing online customer complaints. Business Horizons, 61(3), 375-384.

Sugathan, P., & Ranjan, K. R. (2019). Co-creating the tourism experience. Journal of Business
Research, 100, 207-217.

Svotwa, T. D., Makanyeza, C., Roberts-Lombard, M., & Jaiyeoba, O. O. (2023). A relationship
marketing perspective on delight, its antecedents and outcomes in a banking context.
European Business Review, 35(3), 306-336.

Tanford, S., Kim, M., & Kim, E. J. (2020). Priming social media and framing cause-related marketing
to promote sustainable hotel choice. Journal of Sustainable Tourism, 28(11), 1762-1781.

Teerawichitchainan, B., Prachuabmoh, V., & Knodel, J. (2019). Productive aging in developing
Southeast Asia: comparative analyses between Myanmar, Vietnam and Thailand. Social
Science & Medicine, 229, 161-171.

Tomczyk, A. T., Buhalis, D., Fan, D. X., & Williams, N. L. (2022). Price-personalization: Customer
typology based on hospitality business. Journal of business research, 147, 462-476.

Torres, E. N., Zhang, T., & Ronzoni, G. (2020). Measuring delightful customer experiences: The
validation and testing of a customer delight scale along with its antecedents and effects.

International Journal of Hospitality Management, 87, 102380.

39



RMUTT Global Business and Economics Review (ISSN:1905-8446)
Volume 20 No.2 (July - December 2025)

Tran, G. A, & Strutton, D. (2020). Comparing email and SNS users: Investigating e-servicescape,
customer reviews, trust, loyalty and E-WOM. Journal of Retailing and Consumer Services,
53,101782.

Tsao, C. W., Aday, A. W., Almarzoog, Z. I., Alonso, A., Beaton, A. Z., Bittencourt, M. S., Boehme, A.
K., Buxton, A. E., Carson, A. P., & Commodore-Mensah, Y. (2022). Heart disease and stroke
statistics—2022 update: a report from the American Heart Association. Circulation, 145(8),
e153-e639.

Upasen, R., Saengpanya, W., Awae, W., & Prasitvej, P. (2024). The influence of resilience and social
support on mental health of older adults living in community: a cross-sectional study. BMC
psychology, 12(1), 1-12.

Vargo, S. L., & Lusch, R. F. (2004). Evolving to a new dominant logic for marketing. Journal of
marketing, 68(1), 1-17.

Vergori, A. S., & Arima, S. (2020). Cultural and non-cultural tourism: Evidence from Italian experience.
Tourism Management, 78, 104058.

Walker, K. L. (2016). Surrendering information through the looking glass: Transparency, trust, and
protection. Journal of Public Policy & Marketing, 35(1), 144-158.

Witell, L., Kowalkowski, C., Perks, H., Raddats, C., Schwabe, M., Benedettini, O., & Burton, J. (2020).
Characterizing customer experience management in business markets. Journal of business
research, 116, 420-430.

Wu, S-H., & Gao, Y. (2019). Understanding emotional customer experience and co-creation
behaviours in luxury hotels. International Journal of Contemporary Hospitality
Management, 31(11), 4247-4275.

Xiong, W., Huang, M., Okumus, B., Leung, X. Y., & Cai, X. (2022). When social phobia meets excessive
service: Effects on customer delight and loyalty. Tourism Management Perspectives, 44,
101031.

Xu, J., Li, M., Huang, D., Wei, Y., & Zhong, S. (2022). A comparative study on the influence of different
decoration styles on subjective evaluation of hotel indoor environment. Buildings, 12(11),
1777.

Young, S. L., Welter, C,, & Conger, M. (2018). Stability vs. flexibility: The effect of regulatory

institutions on opportunity type. Journal of International Business Studies, 49, 407-441.

40



